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ABSTRACT

The objective of this research were the study service marketing mix, and the study
sefvicé qualitative satisfaction of community’ shop business as well as the study relationship
between service marketing mix and service qualitative satisfaction of conmmunity’shop
business in Borabu District, Maha Sarakham Province. The data was collected from 395 the
member who customer of community’shop business has £9 in 13 sub-districts in Borabu
District, Maha Sarakham Province. Installed on September 23, 2553, Questionnaires were
used in the study and analyzed by using statistical program of 5-level rating scale, the
significant level was rated at 0.84. The data was analyzed by statistics such as mean and
standard deviation. The hypotheses were tested by Pearson Product Moment Correlation
Coefficient and s-test.

The results revealed that;

The overall degree of the opinion level about service marketing mix of the member
who customer of community’ shop business in Borabu District, Maha Sarakham Province
were rated as middle. By considering in aspects, it was found that the overall was rated in
average degree in all aspects, which can be ranked from the highest to the lowest as follows:

the aspects of Place, Physical character, Price, Procedure, Personnel, Promotion, and Product,

respectively,



The overall degree of the opinion level about service qualitative satisfaction of
community’ shop business of the member who customer of community’ shop business in
Borabu District, Maha Sarakham Province were rated as middle. By considering in aspects, it
was found that the overall was rated in average degree in all aspects, which can be ranked
from the highest to the lowest as follows: the aspects of Progressive service, Continuous
service, Amply service, Equitable service, and Timely service, respectively.

The result of relationship analysis demonstrated that service marketing mix were
related to the service qualitative satisfaction of community’ shop business in Borabu District,
Maha Sarakham Province, the overall mean was positively related as moderate at 0,451 and
the pair was considered as a whole was between 0.013 to 0.296, which a low positive
relationship and positive relationship was rather low, And there was statistical significance in
positive relations at 0.05. The top three highest related pairs were service marketing mix on
Personnel aspect and service qualitative satisfaction on Timely service aspect were
comparatively related in positive relationship was rather low, service marketing mix on
Personnel aspect and service qualitative satisfaction on Continuous service aspect were
comparatively related in positive relationship was rather low, and service marketing mix on
Personnel aspect and service qualitative satisfaction on Progressive service aspect were

comparatively related in positive relationship was rather low.



